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   IGT (China) company as IGT's branch company in China, operating in mainland 
China's opening up the market, and there is no agreement with the head position in 
the industry market outcomes. Marketing strategy in China Lottery Market serious 
"acclimatized", a lack of visibility of the company, the company's market share is 
low, consumer products and does not endorse and other problems. 
In this thesis, IGT (China) Company in China's lottery market failure, to study the 
problem of low market share in order to enhance its market competitiveness. On the 
basis of the lottery industry marketing strategy research status at home and abroad, 
using PEST analysis, SWOT analysis of the company's existing marketing strategy 
in-depth analysis, the corresponding direction of improvement, pointed out that the 
company's market positioning and target market; and to develop marketing strategy 
from marketing theory 4C; Then, from the system of marketing, product safety 
perspective of the company's marketing strategy execution policy. And how to make 
marketing feedback and evaluation, testing the effectiveness of the marketing 
strategy. In this paper, a PEST analysis, number theory and method comparison 
method, SWOT, 4C marketing theory research work.  
Through the above methods, we can clearly see that IGT (China) Company in the 
domestic marketing strategy and the domestic market environment matching is not 
high, the effect of opening up the market is not good. On the basis of analyzing the 
domestic environment and industry environment, it provides a solution to the 
company's response to the customer, communication, information and cost. Focus on 
providing more suitable products, strengthen communication and exchange of 
information for domestic customers and domestic customers, to formulate the 
domestic customer price, especially for the development of domestic consumers of 
lottery games, instead of copying the foreign products. Through the new strategy, to 
further develop the domestic market. 
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 主流观点认为，中国的彩票事业始于 1987 年的福利彩票的发行。1994 年，
中国彩票行业的另一个重要的角色——体育彩票正式申请发行。从此，福利彩
票与体育彩票稳步发展，构建起中国彩票事业的大局。 
中国彩票行业的总销售额从 2005 年 713 亿上涨到 2014 年的 3824 亿①，这








在中国彩票市场的发展迅猛，需求持续增长的背景下，IGT 公司在 2007 年
投资华彩控股（1371.HK）（福彩中福在线设备供应商）公司，并达成战略合作
协议。2008 年，为了开拓在华业务，IGT 公司在北京成立代表处。2009 年，IGT





                                                        
①《去年全国销售彩票 3824 亿元》,中国新闻网.2015 年 1 月 21 日. 
http://news.xinhuanet.com/fortune/2015-01/21/c_127406470.htm.  




















IGT 公司 2008 年在中国设立办事处，该年中国彩票的销售额为 1069 亿，
到 2014 年，中国的彩票销量已经达到 3824 亿。6 年的时间，国内彩票销售总























































SWOT 分析模型，结合 IGT 公司营销策略的实际情况，从政策、行业、产品三
个层面分析了 IGT（中国）公司的营销环境、并制订出 IGT（中国）公司营销
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